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Nidhinan Chatmonmart (2008). Marketing Mix Factors Influencing Consumers Purchase
Behavior To The Body Shop Cosmetics in Bangkok Metropolitan Area. Master’s
Project, M.B.A. (Management). Bangkok: Graduate School, Srinakarinvirot

University. Project Advisor : Dr. Rugphong Vongsaroj.

The objective of this study is to study Factors Influencing Consumers Purchase
Behavior to The Body Shop Cosmetics in Bangkok Metropolitan Area. Samples of this
research are 400 comsumers who used The Body Shop cosmetics. The questionnaires are
used for data collection. That statistional methods used in data analysis are percentage,
mean, standard deviation, independent t-test, one-way analysis of variance and multiple
regression analysis.

The research reveals that the majority of sample are single female aged 25-34
years old with bachelor degree educational background. The majority of them worked as
officer in company with average monthly income 5,0001-15,000 Baht. Consumers’ attitudes
toward Body Shop Cosmetics’s overall product, quality, product's standard, packaging and
various of product are at good level.

Consumers’ attitudes toward the marketing mix is at good level and in the aspect of
price is at moderate level, whereas in term of place and promotion is at good level. In
additional, consumers’ attitudes toward the brand equity is at good level and in the aspect
of brand awareness, brand associations and brand loyalty is also at good level whereas in
term of brand awareness is at moderate level.

The Body Shop cosmetics’ consumer purchase skin care product average purchase
970 Baht in each time with frequencies of purchase 2 times per 3 months. Most consumers
purchase the Body Shop cosmetics at Central Lad Prow. The most influence to make
decision to purchase the Body Shop cosmetics is themselves. Moreover, the advertisment
having must influence on purchasing decision is magazine.

Consumer with different age have different purchasing behavior of The Body Shop
cosmetics at statistically significant level of 0.05.

The brand awareness, product variety brand relation and product standard are the
factors determining purchasing behavior of the Body Shop cosmetics at statistically

significant level of 0.05.
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dnilszaun13nana (Marketing

/

HRAA N (Product)

fnUszRUNAAA N
(Product mix)
RUNAAAUM (Product line)
Fudl#iRen (Product variety)
AW (Quality)

AN e (Feature)
nIganLuy (Design)
AINFWAT (Brand name)
MIVTTIUvia (Packing)
U1 (Size)

13N17 (Service)
M33usenh (Warranties)
MITUAK (Return)

YNy

NN39AIKUE (Place)

F89N19 (Channels)
MIFRLARUININIZINLA)
FuA1 (Market logistics)
ANNATBUARN (Coverage)
AMURAINANLVBIFUAITIAK
NaN93I%UNY (Assortment)
lafeg (Location)
FuAAdARe (Inventory)
N13UUEI (Transportation)
MINAIRWAT (Warehousing)
MIMUAN (Retailing)
MIANES (Wholesaling)

Y8y
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(Target market)

(AN DINILUR
WRANTINVDY

Q’m‘[mﬁtﬂu

whnane)

31A1 (Price)

NnanFuilusens
(List price)

§I1aa (Discount)
fausauli (Allowance)
if‘.:il‘?.:L’Ja']l%ﬂ']i"ﬁ’]iZL’:‘l%
(Payment period)
iwznmmﬂﬁ%m%
(Credit terms)

Y8y

NIAILAINNITARIN
(Promotion) #3an1380815
NMIAAIAUULYITWINT
(Integrated Marketing

Communication (IMC)

M3l (Advertising)
MIUTZTFUNUT

[Public Relation (PR)]
msvelagldwiinaunie
(Personal selling)
MIsILFINNTIY

(Sale promotion)
AMIAMANIATI

(Direct marketing)
MIAMAKIUDULABSLUA

(Internet marketing)
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2. NANSEIUITIA (Price strategy) 1107 WNNBT9 FINYAARTIEERTUFIN
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mM3dadmsneduacnels (How?)
> Q v v v { v J
3.5 MmwansaluazansmrrasNumMUaneslsthinaisezainsdu (What?)
4. ﬂaqm’ﬁmmsﬁuﬁummm@ (Promotion strategy) NIFILEINNITAANG
TYRYLR mia@@iaﬁamnﬁmﬁ'uﬁa%lmmdijmﬂLLa:Q’%aLﬁaa%dﬁ'ﬂuﬂa (Attitude)
Aa AT . . A o 6 A 3 ] A
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4.6 NAYNTNIAAAHUBULABTIUA (Internet marketing strategy)
@hmuﬁLﬁm*’iTaaﬁ'umﬁmezﬁwqamiugﬁﬂm et
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(Recognize that all types of marketing activites have and effect on brand knowledge)
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N137AAMAINI1’AT (Brand equity measurement)
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aanunanddyasinniaaiaszaulaluiimsninmsaaaouideniinszdu
anudandaaniudgndnasindnddeanaudnvliiiasiuasasnaafiasiuaz
A £ & v ea Ao o W @ o = a o & Y = =
Waln uazanadunindauniudadldldaeraniiornainfanmsivasusEn nmsdnunis

a v ¥ YV Aa 1 a v { 1 J I 1 Qo 1
aufigun1iferasuSlnanuhaniudniisuasesaaiauniuazdudimsiiungs
U ¥ { g 1 a v IJ v ana Q
v09TanAnfdaanFudamalngiuds (#3173 1835011.2538: 139-140)
o @ A a v . @ A

MINAWIANUANAGaATNTWAT (Developing Brand Loyalty) a218AnddaaIn
a v v a a g v d a 1
fudndunaanninaaasltuianmwy luidosdudassuussdinanuisnala uas
i ldgn1sdedn lunvesinudnaguilnaasfingdnssumadSoufivuanaudn uas
ildganudanalaluandudadraduuds uaziiang@nssunisdediluiiga ns
Wasulasannalninan waznsuaadfudluiud azasnalunsainennunniee
AMFUAFINIUNITONUANURRLTUTD U6

' Y . =2 L o Aa A o dad a

A luaFudn (Brand  Equity) wunofis qudidlagluanfud1ndzeiio
(Schiffman; & Kanuk. 1994: 658) \uaNWMLNLEAININITHONTUNAAA LN 18l N3
Jaassiunlunsedudndndt queniud quawniug uazludiusasnisdasiy

Y Y Aa

mﬁnm:ﬁwaﬁﬂmuﬂmLﬁﬂmméfuau AIBUINNITARIAILADIRINIANNLTN LD I

lAfuaI FUA Lﬁmﬁuﬂm@h Lmzm:@jummﬁ'ﬂa@iamﬁ%uﬁwaa;&”U%Iﬂﬂ TNw
Aulne Tilsaswlaluldnaa i maimasinaau

TAUANNWTNANAADATIEUAN (Degree of Brand Familiarity)

mﬁmﬁﬂﬁﬁ'@]qﬂimaﬁﬁalﬁgnﬁwau%’umeﬁﬂﬁ'ﬂalumﬁuﬁﬂﬁﬁ'ﬂmamu
ﬁq@ srRuANsSNAnadaaAufdtuaaudsil @w wade. 2537: 150)

1. liepFuiaandudi (Brand Non recognition) wanefis ;j%ra"l,ail,ﬂm%'uid'}ﬁ
a1 AU mﬂ&i%’ufﬁﬂﬁ'hiLﬁ@mmauauamamﬁml HANIIABNAAIIIEIDANT
FILFSUNNTAN AR IUFT LU TN LﬁaﬁﬁlﬁmsﬁuﬁﬁLﬂuﬁj{i’ﬂ

2. MIUFANFUA (Brand Recognition) Qu’%Imj%'ﬂ LWABLAY Las e BuLazdn
anaudle suvesnmsaana fa msaﬁ”ﬂamwwaﬁﬁuﬁﬂﬁﬂuﬁ%mawadQ”u’ﬂm

3. ﬂ’]iﬂﬁm‘ﬁﬂ’]i‘%ﬂ@lﬁ%uﬁﬁ (Brand Rejection) §uTlna3inamaududdalal
pansuielide 'gsﬁaamw?aaLﬂﬁﬂuuﬂaomwmﬁﬁuﬁﬁﬁaLﬂﬁiﬂuuﬂaaﬁaauﬁﬂﬁmaﬁu
mmﬁadmimaaﬁuﬂmLLa:I%ﬂﬁidaLa%uﬂﬁi@aﬁﬂﬁaﬂaﬁfumgu

4. mIvansuluaFue (Brand Acceptance) ;ju’%Inﬂﬂaw%'udﬁmswﬁuﬁwf:dﬁ

. A A A & =
Qmﬂ’]LLazL&la&lIaﬂ’m%Laaﬂ‘ﬁa@]ﬁu



30
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5. aangAnssavasguilnauaznszuawnisanaulade
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2.2.2 MIAunITaYa (Information  Search) 11AMUABINITYN
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5) nyzuann1IUTzL% (Evaluation Procedure) A5HhiIudnituien
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3. NNINBUAWDIVDINTD (Buyer's Response) wianiianfulabavas
v a A o o oa a o A = o &
Auilna wiagde fuilne axlinsdaulaludeziauedn g okt
1.1 MIReNNAAAMA (Product Choice)
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6. Y2 1AUSEN
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UWNWAT n = muﬁmaaﬂ@;uéhau'n
B = aUANANALARSY
13/ 1 = { QI/
Z = Zscore muagﬂmmumwm%auu
' & A =2
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3. midnmndnTe sraunmyiadayaidulsziani3usdau (Ordinal Scale) lasid
o | =2
- dnnussuanEaandansy / Y.
- awlSgnes /s
- Snes wIaeun
1 a A
- ginhdygias

o

4. 91w weumaiadayaiiuissianuwintiya@ (Nominal Scale) 694
o A aa v K
- uNiBuu/ 4Fe / wnfnm
- WHNIRUTENLONTY
- Warhw / ulin
- 419NN %I WHNUIFIRIAND
- pINAEIU

- ?J"ue](Iﬂsm:q) ...................................................

5. nule szaumyiadeyailulszinnSusidy (Ordinal Scale) lapdlasnisinua

T9neld (Tu7 1ngRIR. 2538 : 8-11) druamuasih

- 5,000 LN WIakasnin
- 5,001- 15,000

- 15,001 — 25,000 un

- 25,001 — 35000 U

- 35,001 — 45,000 U

- aoud 45,001 3uly

a

6.  anunwanss waumsiadayaiduissianuwintiya@ (Nominal Scale) 694
- laa
- ENTE/ALeIuNY

- %ﬁ'm/l,mﬂﬁ'ua%imsi’l%"w



43

1 q' 2 o A o o 3 a o (4:1::{ 1 a > A d‘lp

N 2 Tad101UNEINY JITUAUHNIAAUNNANAAINYANTIUNNTAATWLAT D
\A389§187198%8 The Body Shop °uaaﬁu‘ﬂﬂﬂiuw@mgamwumum lawn ABANIN G0
N1ATTIRVDINAAA N TUIUANBIUIUTTIAMN ULATFIUANNARIMANBVBINRAA AN
w7 Tadnuusaunuduiuy Semantic Differential Scale TIULNIZAUAMUAALAUT DS
v a v o o o 9 o & S & o
Auilna 5 szau daidumaiadeyaiszinnduasniatu (Interval Scale) Tainmuain1ily
AZUUL A MIAMWIBRIOUATANATH LNaLUTHAAzUBMlBLARZT Usznauaae

TanNUNNLUH3 % (Positive)

AT CTITTTaRR AT IART LY 5 AlLibih
\AuGE AT IART LY 4 AzUUB
|28 9 INRNTIAAZ UL 3 ATULY
laiAuee LN T IR AU 2 ALY
Laiifuspaded LT AR U 1 QLU

FA8 I D NTUEAITEALVRIAZLUWLARE (Mean) AINTINITATULUUVEIFIA DL

2

WAL LT RO UATANATWYDIAZ LYY TIRWALTY 5 dWATAIATH MN1T0AUTLNANITIY

v

PasanBUzLUUFeUMNAlTIzaUNTIatayaszinnduaIn1aTu (Interval - Scale) §33lE

¢ a o v A
LNTULAR zflumianﬂiwwaim Ummm"l@mu

SuasmaT = AZUBWEIFD - ﬂ:LLuuﬁwq@
ST
= 5-1
5
= 0.8

Frinnmaladsauanuidyetfasuduniaimeininadanssaaulade
LA309818198%0 The Body Shop v04uTlnalulrangannunIue sansnriwualaeait

4.21 — 5.00 BNNBE9 ;ju'ﬂmﬁmmﬁmﬁmﬁiU’;ﬁ'ﬂﬂﬁﬂﬁﬁ%ﬂﬁ@ﬁ'ﬁﬁltﬁ:é’ﬂﬁmn

3.41 — 4.20 AUNHD gﬁimﬁmmﬁmﬁmﬁmﬁ’uﬂa%’mﬁmwﬁmﬁmﬂmzﬁuﬁ

2.61 — 3.40 BuwD4 gﬁimﬁmmﬁmﬁwﬁmﬁ’uﬂa%’m@T’mwﬁmﬁmﬂm:ﬁumu
naN9

1.81 — 2.60 BUBDI ;ju’ﬂmﬁmmﬁmﬁmﬁmﬁ’uﬂa%’s@T’mw'ﬁmﬁmﬂmzﬁﬂ&iﬁ



44
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2

AL T RO UATANATWYDIAZ LYY TIRWALTY 5 dWATAIATH MN1T0AUTLNANITIY

v
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dndulagainIasdnansdne The Body Shop zasfuilnalulranjunwumiuas s
rua laasd



45

4.21 — 5.00 RN ;ju'ﬁmﬁmmﬁ@Lﬁuﬁmﬂafﬁ'ﬂﬁﬁudauﬂszauﬂﬁaﬂWi@m@ﬂ,u
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Tayauazidnawa ( Coding ) iavmsdszunanalagldllsunsy SPSS ( Statistical Package
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a%mUé’ﬂwmzmaﬁ’mﬁa;&amuyﬂﬂa
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422 MIAATERFDALTIaUNY ( Inferential Statistic ) lunmmasouaundginwud
azdalasltaia ttest Waz One way ANOVA ( f-test ) tNaNARaLAMNLANGIIUNITILATIER
mmLL@m@mﬁ'ﬂumzﬁmﬁagamuqma loun twe 1) TeAUMIAN®ET anTw szauTyle

1 s A 1 o dl‘y dll ) dl v v A
FONUANENTE @901 nadan1InasuladainTasdanddra The Body Shop maa;duﬂnﬂ
LANGIIN
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424 mﬁmsw:ﬁagaﬁao 1298 ATUEIWUIZFNNITANIANAIMUTFNN T AaNT
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3Lﬂiﬂ:ﬁmwnmam?jaw1§ (Multiple Regression Analysis)
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1 %
5. i@ lalwn1sAanzvidaya
5.1 aﬁﬁﬁug'm
51.1 ehfauaz (Percentage) 1FlunsaTunuanuwuzdayailasduvainga

[
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fx100
n
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Taan P LN ANT08AY
Ad o o
i LN ANNDNEITID LA
n LN mummaona’ué’haﬂw
512 @1ade ( sl%’lumiaﬁmywamaamamﬂmnmu@ﬁmﬂ (Interval

Scale) fwinlanldgas) Anen Nivdys 2549: 48) @ Gt
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5.2 &NANIENAdaUAMNITONUADIUILFOLDIN
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an d v s a ng a . .
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(Naen NAkTdUYTN. 2549: 34-35)
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k covariance/ variance

1+ (k —1)covariance / variance

a =

laoh  « N  Cronbachs’ alpha coefficient

k N INWIBAIDN

covariancetnNih  ANARLVBIALYTUIIUTINITZAING

ANDINGANI

varignce  Wn  @NadguadfnlsUTInvaIfany

5.3 dhANlEnadousNNAZIH
5.3.1 @1 Levene’s Statistic (Levene’s Test) LEiNanagaUaayinNBy a6

v
o A

wisan k Yszng ﬁmamiml‘*ﬁgm (Nagn MNATHUYT. 2546: 148) 9%
MSTrt
F =277
MSE
SNANaEaY F fagandase k—1.n—k
lagl F unu e@danldnansanls F -test

MSTrt Wt AusdIuszninengs
MSE Wni mLLﬂiﬂmumﬂlumjw
k N 'ﬁmaum\juﬁaazm
n N muwmaan&qﬁuéﬁama
532 ¢ ¢ lfilonaseusuudgmiliafifnasey fo Independent t-test gas
lunsdwimazutiaiu 2 nydl (Aaen Niaddnm. 2549: 109) Aa
5321 nydifienuysdsinvestszannsng 2 ﬂﬁjwwhﬁ'u
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sROGNARAL ¢ VaveBIE n, +n, —2

Taufl ¢ wnu FaBanliR sl ¢ -test
X, X, Unh mm?iumaamjuﬁ 1 U8 2 QNS
S, unu mLﬁmmummgmﬁaasmmumﬂéhama
N3 2 NJN
n,n, Wi muﬁ@maamjuﬁaamaﬂéwﬁ 1 ua 2
NN

5.3.2.2 asonanlsUsiwnasdszning 2 mjuvl,&iwhﬁ'u

FOANAFAY ¢ NpIMDRTE Vv

(S12/”1+522/n2)2
v = 2 2
S, /”1 +S2/n2

n—-1 n,-1

dl 1 Qﬂdl vaAa
laan ¢ unu enadanlsRasmln 7-test
X,X%,  UWnk @UafuueIngui 1 uaz 2 audeu
SE,83  unu dndssulsUnudiadsvangui 1
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n,n, Wnh muﬁmaaﬂ@uﬁaamaﬂ@;uﬁ 1 URe 2
ANRIAY
v WNY BIMBETE
533 ¢ F fifeneseusundguildaianasay Aa One-Way ANOVA
Weruusumuvasmudsamuynnguirinu swimlasligas (Tasn nisdiym. 2549:

>

115) a9t

F o MSB
MSW
lasfi  F wnw FananlsRnsanle F -test

MSB  unu suidstausznining
MSW  unn @hLLﬂiﬂsmmﬂlumjw
5.3.4 Brown's Test lfiflanasausuudguiliafidnasoy fa One-way
ANOVA ifiadudsdsinuassudsanaliwhiuatiates 1 nga (e Nisdinys. 2548:

241) dwmlasldgasaad

MSB
B = 2%
MSwW!'
laufi B UWN% FRDANITANA1I b Brown’s Test

MSB  uwnw aisdaiusenitengs
MSW' wnw @i’]LLﬂiﬂnumﬂluﬂQu
53.5 Least Significant Difference (LSD) l#lumsiSauifisuiBetaniiiasn
urniusasdudsanunnnguiriniu dwmlasldgas (Taon nikaddy. 2549: 243)

Qs dq,
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lagfl  LSD unw ewadengdany

MSE  unH @hLLﬂiﬂsmmﬂumju

k L1 ﬁ‘iﬁuauﬂg;ué'aaﬂ'm
n L1 mummamq’uéﬁamo
a UN% ITAUNRUEINTY

5.3.6 Dunnett's T3 llunmalSouisuiedanilaaiulslsinvasanlsany
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lasfl  d,  unu fadHEEAY
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v
6 @ A

) v v a ) & Qs e g a L=
LDILR ’i]zvl,@ﬁ&lﬂ’]il,“ﬁx‘m@]ﬂE]EIL”E{'J‘W‘V;‘H’]N TILRAIAIMURUNUDT @3 (NI ’)’]%‘DET‘]JEQ‘IT’]
2546 : 360-361)
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& e a £ . . A = A
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